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Executive Summary 

The Ride the Bus project and working group is part of the Spring 2018 Environmental 
Studies Senior Seminar focusing on transportation projects that broadly worked to increase the 
sustainability and equitability of transportation systems in Vermont. Our working group partnered 
with Addison County Transportation Resources (ACTR) and the Greater Middlebury Climate 
Economy Transportation Task Force (Task Force) to: (1) to assess which Middlebury College 
student populations are not being served or choosing not to use ACTR and why, (2) innovate new 
strategies that ACTR in partnership with Middlebury College could develop to encourage greater use 
of the bus routes and services for students, and (3) to develop and implement a creative “Ride the 
Bus” campaign for campus and beyond. 

Based on a student survey with more than 180 respondents, we found the primary barrier to 
students riding the ACTR buses was knowledge about both schedules and routes. Additionally, the 
data showed that students primarily view ACTR as a means of reaching town and the region around 
Middlebury, primarily to reach restaurants and breweries, rather than a way to get around campus. 
Mote specifically, while students are going into the downtown area of Middlebury relatively 
frequently, the primary mode of transportation is walking, then followed by using a personal or 
friend’s car. This provided further support for our campaign mission of improving student access to 
ACTR information and fostering awareness about the services ACTR offers to students. Based on 
sutvey demand, we will use a go/ridethebus link, social media, and other outreach components in 


out campaign efforts. 
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Background: Addison County Transit Resources 

Addison County Transit Resources (ACTR) 1s the main bus transportation system serving 
Middlebury College students and Addison County. It operates more consistently, frequently, and 
affordably compared to other bus services that Middlebury College students use such as Break 
Buses, Greyhound buses, and charter buses which students typically use during breaks or to get to 
areas beyond Vermont. ACTR was created in 1992 to create a network of transportation options 
that connect people and places in Addison County, Vermont, such as Rutland, Vergennes, Bristol, 
and the largest city in Vermont: Burlington. The system (see Fzeure 1 in Appendix) strives to provide 
services that are safe, reliable, accessible and affordable for everyone.’ It is a division of Tri-Valley 
transit, a non-profit organization. The system supports the livelihoods of Vermonters and other 
communities in the state. It also supports local economies around Addison County and reduces the 
carbon footprint of the state." Drawn from ACTR's 2015 annual report’, the following visuals 
display the operating funds by source and the operating expenses by program. It has an 80/20 mix 
of public funding (80) made up by state and federal grants and private (20) funding. For every $1 


donated to ACTR, $4 in federal funding is granted. 


Operating Funds by Source 
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! * About Us." Addison County Transit Resources, actr-vt.org/our-mission/. 
? « About Us." Addison County Transit Resources, actr-vt.org/our-mission/. 
° ACTR. “2015 Annual Report." file:///C:/Users/Jennifer%20Damian/Downloads/ACTR%202015.pdf 
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In 2015, ACTR provided more than 171,005 rides. 


Rides Provided: 171,005 
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Figure 2 


History of the Middlebury College and ACTR relationship 

Addison County Transit Resources, our team’s primary partner, has had a strong relationship 
with Middlebury College for many years. In 1996, the Middlebury Shuttle Bus was launched which 
served the town of Middlebury, providing a potential source of transportation for Middlebury 
College students, faculty, and staff. Since then, the Middlebury Shuttle bus system was expanded to 
include the Snow Bowl Shuttle Bus route in 2004, a physical bus shelter transit hub in downtown 
Middlebury in 2005, and the first Saturday Burlington LINK bus route in 2006. Importantly, as the 
ACTR system expanded to reach more areas of Addison County and provide more transit 
opportunities for riders, it increased the opportunity for the campus’s population to explore areas 
beyond campus and the town. Most Middlebury students come from out-of-state, and more than 


70% of students do not own a car according to our survey representing 186 students. Thus, there is 
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a need to connect students to other areas outside of the campus and town to enjoy recreational 
activities, to connect to local businesses, and to connect to local organizations around the state. It 
provides students, faculty, staff, and visitors with transportation to nearby grocery stores, 
restaurants, medical facilities, and more. 

The Student Government Association (SGA) has been one of the primary liaisons 
connecting Middlebury College and ACTR. SGA has funded programs towards sustainable modes 
of transportation, and much of the funds from this go towards financing ACTR services for 
students, specifically the Snow Bowl Shuttle Bus Route. Doug Adams is an SGA advisor who sits on 


an ACTR committee. 


Greater Middlebury Climate Economy Initiative Transportation Task Force 
The Greater Middlebury Climate Economy Initiative Transportation Task Force is our 
working group's second partner. This nascent group emerged from a statewide, yet targeted 


initiative of the Vermont Council on Rural Development to “make the state is a destination for 





entrepreneurs who want to be at the center of the climate change movement." To mote strategically 
achieve this at the local scale, the Greater Middlebury has four task forces each with a specific focus 
areas. The Transportation Task Force’s mission is to “advance public transportation, facilitate more 
ridesharing, and make Middlebury and surrounding towns the best possible place for biking and walking.” * 

Our work produced research and project outputs the Task Force can use to support their 
goals. Our survey data and research can contribute to plans for transportation systems 


improvements. Key components of our campaign can also be used to establish Middlebury College 


^«The Greater Middlebury Climate Economy Initiative Takes Shape - Next Step.” The Greater Middlebury Climate 
Economy Initiative Takes Shape - Next Step: Task Force Meetings on Nov 16, Nov. 2017, 
vtrural.org/programs/model-communities/middlebury/rm-day. 
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outreach and communications as a model for other schools and communities in Vermont which can 
contribute to a more holistic transportation system around the state. 
The Present Initiative 

In partnership with our community partners, Ride the Bus’s primary mission is to increase 
student ridership on the ACTR bus system. In doing so, we hope to aid in positioning ACTR for 
increased funding, which could lead to improved bus service for all local Addison County residents 
and visitors. Additionally, increasing student ridership will be a crucial step in fostering campus-wide 
environmentally friendly behavior, positive student-community relations, and the desire and ability 
for students to explore opportunities outside of the Middlebury “bubble.” To achieve this seemingly 
daunting task, we identified five concrete objectives for our work. By increasing awareness of the 
ease with which students’ can access and freely ride the local shuttles both to campus destinations 
like class or the gym and also for activities like going to the Co-op or to Hannafords, we hope to 
also encourage the utilization of other services, like the Burlington or Tri-Town shuttles, through 
spillover effects. Our focus lies on student-outreach rather than proposing structural changes within 
ACTR(.e. as new bus routes or bus stops). 
The final project objectives are as follows: 

Objective 1: Assess current student ridership and perceptions of ACTR services and 

Middlebury shuttle buses and research past campaigns/ campaign strategies 

Objective 2: Improve Access to ACTR Information for students 

Objective 3: Produce and implement Social Media Campaign 

Objective 4: Produce and Implement Visual Prompts 

Objective 5: Produce and Implement Local Business Partner Initiative (passport challenge) 

Objective 6: Develop a plan for campaign sustainability post-graduation 
Campaigning Strategy Development 

Consulting a variety of literature sources to aid in the process of devising a successful 


campaign was key to this project. In doing so, we identified key leverage points inherent to 


campaigns resulting in behavioral change. These include: the structure of information flows; the 
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roles of both positive and negative feedback loops; and, the mindset or paradigm out of which the 





system arises." We then set about tackling these leverage points in a psychologically savvy manner. 
This began with designing a survey, which was necessary not only to identify information regarding 
the information flows between ACTR and students but also to serve as a subconscious memory cue. 
We included a pledge to ride the bus at the conclusion of our survey to serve as a commitment tool. 
Participants committing to a future behavior have been shown to be effective in increasing the 
chance that participants will actually change their behavior following the intervention.° Relying on 


Converse & Presset's Survey questions: Handcrafting the standardized questionnaire in conjunction with past 





psychology course experience, we designed a survey to collect unbiased information about student 
attitudes and behaviors. We kept certain psychological elements in mind, including being careful to 
ask questions that do not lead and therefore bias responses, and creating questions and an overall 
sutvey that is as concise and simple as possible, thereby helping to maintain the attention of 
participants. We also aimed to advertise the survey in a way that did not evoke a social-desirability 


bias in the respondents. This refers to the psychological tendency for individuals to cater answers to 





what they perceive is expected or desired by the researcher. 
The first posters we made were designed to promote our survey to the student body (See Fig. 


3 in Appendix). We later made posters to promote ACTR to the student body. When designing these 





posters, we had to be aware of psychological tendencies that serve as barriers to absorbing 
information (again, targeting the information flow leverage point). Through reading psychological 
texts and discovering evocative images, we discovered that text is overwhelming to the mental 


processing of viewers and can detract from the message itself.’ Our research also found that short, 


? Donella Meadows, Leverage Points: Places to Intervene in a System (Sustainability Institute: Hartland, VT, 1999). 
6 D. McKenzie-Mohr and P.W. Schultz, “Choosing effective behavior change tools," Social Marketing Quarterly 
20, no.1 (2014): 35-46 

f Management, NEST. *How to Design the Perfect Campaign Poster." NEST Management (blog), August 7, 2015. 
https://www.nestmanagement.co.uk/design-perfect-campaign-poster/. 
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catchy slogans would be ideal for optimizing both the memory of the visual and the power of the 
message." Consequently, we made the decision to keep our posters primarily image-based except for 
a concise and catchy slogan. Strategic placement of visual cues is also key to successfully gaining 
traction’ so we were careful to locate posters in highly trafficked areas, particularly ones in which 
students are relaxing and less likely to overlook visuals. Below (figure 3), you can see three images 
we felt exemplified the model, and so we aimed to replicate. 
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Figure 3 


The remaining leverage points came into play when determining the most influential 
messaging to use for increasing student ridership. A potential positive feedback loop was revealed in 


that students who have never ridden the bus before, a proven psychological barrier to changing 


* Ibid. 
? [bid. 
» http://www.trapezegroup.com/blog-entry/transit-marketing-campaigns-we-loved-in-2016 
11 https:/Avww.pinterest.com/pin/416301559284601426/ 
: http://www.rtachicago.org/index.php/plans-programs/ride-on-marketing-campaign.html 
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transportation behavior, contribute to a social norm of low student ridership. This becomes a self- 
perpetuating system if this norm results in students being even less likely to venture outside of their 
comfort zone and try the bus. On the other hand, a negative feedback loop was discovered in 


ACTR’s structure - low ridership numbers result in cut bus routes. This is a self-correcting system in 





that only the necessary resources to expend are used. However, fewer routes actually discourages 
increased ridership. Both are examples of feedback loops serving as barriers to increasing student 
ridership and point towards a necessary shift that brings us to changing the mindset or paradigm out 
of which the system arises. 

The mission of our campaign messaging is to change the paradigm that surrounds public 
transportation in the Middlebury College Community. False perceptions surround who rides the bus 


and how the bus functions. In improving information flows along with messaging geared at turning 





these perceptions on their head, the hope is that with time behavior will change and a permanently 


altered paradigm will result. To make this less abstract, one example of a misperception is that 





students view the ACTR bus as only for individuals who are dependent on public transportation. 


This perception can be changed with strategic messaging demonstrating the environmental benefits 





of riding the bus, the benefits riding the bus gives to those who truly are dependent on transit, and 
the convenience of taking the bus to certain destinations of recreation. These are just a few examples 
of ways to use messaging as a step towards changing a paradigm. Once some students begin to 
internalize these messages and begin to take the bus, the social norm shifts which is absolutely key to 
lasting behavior change. In fact, social norms are so important that campaigns must be careful to 
advocate for change without making the social norm appear to be the negative behavior, because 


this will almost always backfire.’ Consequently, all of our campaign messaging is careful to 


'S William DeJ ong, “Social Norms Marketing Campaigns to Reduce Campus Alcohol Problems.” Health 
Communication 25, no. 6—7 (Sept. 2010): pp. 615-16. 
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emphasize the perks that students who already ride the bus are receiving, rather than chastise non- 
bus riders for contributing to the lack of bus ridership. 

Overall, the success of past psychological studies and transportation campaigns served as 
inspiration and guidance throughout the development of this project. Although designing a 
campaign may seem straightforward at first glance, the longevity of behavioral and attitudinal change 
resulting from campaigning is dependent on accurately tapping into the power of psychology. The 
methods of our project can be broken down into six different objectives that include each of the 


different elements necessary to achieving an all-encompassing college campus campaign. 
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Methods 


1. Assess current student ridership and perceptions of ACTR services and Middlebury 
shuttle buses and research past campaigns/ campaign strategies. 


The focus of this objective was collecting important information to then be utilized in 
designing and implementing a campaign. Focusing on - speaking simply, discovering who rides the 
bus, why they ride the bus, who does not ride the bus, and why they do not ride the bus - we 
launched a campus-wide student transportation sutvey (available in the appendix) and conducted 
five semi-structured interviews with individuals holding varying types of knowledge and power 
regarding student transportation habits. 

Student Survey 

The survey was designed relying on several literature sources mentioned above and piloted 
on out fellow senior seminar students. Our ACTR point person, Mary-Claire, along with our 
professors, Nadine and Mez, provided helpful feedback as well. The final product was distributed 
via a go/link which was advertised using Facebook, snapchat, email, poster advertisements, and even 
wotd-of-mouth. The survey was launched on 4/9 and closed on 5/1. The results were then 
compiled and analyzed, both quantitatively and qualitatively. A total of 186 participants took the 


survey with an age breakup of 62 freshmen, 25 sophomores, 32 juniors, and 65 seniors. The 





respondents wete a little skewed by gender with 135 females and 46 males. Although there were 


numerous informative findings, the most relevant and surprising results were as follows: 


Information-access: Our findings were consistent with past transportation studies in revealing the 
most influential factors to be price and convenience. In a similar vein, we found that the majority of 
Middlebury students are actually aware of ACTR services. These two findings led our campaign to 


be very information-access oriented. ACTR can in fact be a very cheap and convenient means of 
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reaching a variety of helpful destinations, but as further questions show, students are unaware of 


this. 





Please rank these influences on your 
transportation use (number of students who 
ranked each influence as the most influential) 
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Student transportation into town: Our findings revealed that while students are going into the 


downtown area of Middlebury relatively frequently, the primary mode of transportation is walking, 


then followed by using a personal or friend's car. This suggests, again, a campaign focused on 


encouraging ACTR usage tather than encouraging going into town. 


How often do you go into the 
downtown area of Middlebury? 
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Figure 6 


What is your primary form of 
transportation when going into the 
downtown area of Middlebury? 
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Figure 7 


Student transportation out of town: Our findings demonstrated a different picture showing a 


lower frequency of students leaving the town of Middlebury but slightly higher ACTR ridership. 


These findings led us to add a component to our campaign that encouraged exploration outside of 


the Middlebury bubble via ACTR services. We included a destination-focused question to determine 
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why the students who do leave the town of Middlebury do so, and the results show that restaurants 


and breweries are the primary motivation, while shopping, outdoor recreation, and entertainment 


closely follow. It was crucial to keep these motivations in mind when developing campaign 


messaging. 
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Figure 8 


How often do you leave the town of 
Middlebury? (Excluding leaving for 
breaks) 
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Why do you leave the town of Middlebury? 
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Student transportation around campus: We found that a few students ride the ACTR bus 


occasionally, but that almost none of this ridership occurs on the campus of Middlebury. Based on 
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the survey, it seems students only view ACTR as a means of reaching town and the greater Vermont 


area rather than a way to get around campus. 
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Student-ACTR communications: Through the survey we hoped to discover some gaps in ACTR- 
student communication to give out campaign some more specific direction. We found that the 
primary barrier to students riding the ACTR buses was “knowledge” about both schedules and 
routes. This provided further support for our campaign mission of improving student access to 
ACTR information and fostering awareness about the services ACTR offers to students. Question 
24 (Figure 14) provided the channels of information that would most likely be successful for our 


campaign: a go/link, an app, or social media platforms. 


If you prefer not to ride the ACTR buses, what factors have influenced this decision? 
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Figure 13 
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What would be the best way to share ACTR 
information? 
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Figure 14 


In conclusion, the findings of our student transportation survey were critical to designing a 
pointed campaign to increase student ACTR ridership. With newfound knowledge about the riding 
habits and motivations of Middlebury students, the development and implementation of our 
campaign gained concrete direction along with statistical evidence to support our reasoning evety 
step of the way. We decided to center our campaign around improving access to information 
regarding ACTR services and destinations while benefiting from the popularity of both in-town and 


out of town destinations with students. 


Semi-Structured Interviews 

Our team conducted semi-formal interviews with several stakeholders to gain the historical 
and contextual information needed for us to use the right approach in our project. The interview 
format types were determined using Bernard's social research fieldwork literature. Interviewees 
ranged from students, college officials, and members of the Greater Middlebury Climate Economy 
Initiative's Transportation Task Force. We asked questions pertaining to historical and current riding 
patterns, habits, perceptions, and barriers to ridership for both the Town of Middlebury in the 


beginning of out research and for the campus as we created a more targeted approach. Our partners 


^ H.R. Bernard, /nterviewing: Unstructured and Semi-structured. In Social research methods: Qualitative and 
quantitative approaches (Sage, 2012)(34 pgs) 
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provided critical feedback on our objectives, and they shared other contacts within the campus and 


community that have been useful for advancing this project's impact. 


Key Interview Takeaways: Our interviews were critical in providing context on the historical 





relationship between Middlebury College and ACTR. We received critical background information 
about SGA including financial information about their funding of specific ACTR buses programs 
such as the Snow Bowl Shuttle during J-term.? We were also encouraged us to collaborate with 
Middview, which is the freshmen orientation program. 

We gathered insight into other student projects interacting with ACTR. For example, Benjy 
Rentons ‘21 wrote an ACTR article called “The Magic School Bus: Riding the 116 Commuter in 
Addison County, Vermont” developed during J-term 2018.'° Our partners helped us strengthen the 
longevity and impact of out initiative. For example, we learned about the brand new Sustainability 
Solutions Lab (SSL), which “provides our community with resources, information and support to 
carry out sustainability-related projects on campus"." As will be mentioned later on in this report, 
SSL will be a critical component to our project as they will conduct its future project management." 
The Transportation Task force helped us envision our project within Vermont’s broader, 


long-term transportation visions and initiatives developed by the Task Force. We joined task force 


. . . . v. ce . 19 . 
meetings to learn more about community transportation initiatives ', such as learning about some 


m Doug Adams, SGA advisor, sits on an ACTR committee and is a liaison between SGA and ACTR. SGA has a 
fund used towards sustainable modes of transportation. Much of the funds from this go towards financing ACTR 
services for students. 

b Benjy Rentons, Class of 2021. interviewed Mary-Claire Crogan at ACTR, bus drivers, and bus riders as he rode 
buses throughout the ACTR system to learn and hear from Vermonters about why they use ACTR. 

E Byrne, Jack. “Sustainability Solutions Lab.” Middlebury College - Sustainability, 
www.middlebury.edu/sustainability/get-involved/sustainable-solutions-lab. 

18 Jack Byrne, Director of the Sustainability Integration Office at Middlebury and Middlebury College’s 
Environmental Council. Oversees the Sustainability Solutions Lab, a new program which “provides our community 
with resources, information and support to carry out sustainability-related projects on campus.” 

i Dorothy Mammen is a member of the Greater Middlebury Climate Economy Initiative's Transportation Task 
Force. 





Ride the Bus-ES401B Spring 2018 17 


campus transportation behavioral-change work done many years ago. We connected with Ross 
McDonald, the Program Manager for the Go Vermont! Transportation Planning Tool. The Go! 
Vermont Transportation Planning tool will be included on our ACTR Student Transportation 
Website via go/ridethebus. The tool is unique in that it incorporates features similar to Google 
Maps that can allow students to quickly and simply find modes of transportation such as ACTR to 
connect to destinations across Vermont. It can also help them see if ACTR can connect them to 
their destination, mitigating confusing, misleading, or out of date information on schedules. The tool 
has ACTR services embedded into it such as when to call ahead for a ride to the system, how to 


flag-downs a bus en route, and the deviation policies and procedures. Google Maps, which ACTR 





was once the first provider in the state to participate does not incorporate these specific operational 
nuances. By the end of 2018, the goal for this statewide tool is to include carpooling and the ability 


to track bus locations." 


2. Produce and Implement Visual Prompts 
A variety of visual prompts were designed to spread Ride the Bus campaign messages to 


students. These messages include: 


e Help the environment, 





e Explore the greater community, 
e Help transport-dependent Vermonters, 
e Avoid the cold and/or time commitment of walking, 


e Save money, etc.) to students (primarily non-bus riders). 
As part of this work our group produced seven student-centric posters for ACTR to be put up 


around campus. The poster designs are simple without being spare. They have short, catchy slogans, 


20 Ross MacDonald is the Program Manager for the Go! Vermont Transportation Planning Tool. 
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which attune students to some of ACTR’s more neglected features, such as flag-downs and 
deviations. Furthermore, the posters are visually striking, with one primary image, a photograph 
taken by a professional student photographer with key planning in place to set up each shot. When 
out group had the photoshoot for these posters, the session went perfectly. We got all the shots we 
needed, and the weather was definitely in our favor. Chris, our driver for the shoot, was also very 
supportive of us and our needs as a team. After we received the color-edited images from our 
photographer, the group passed them on to a Middlebury graphic designer, who superimposed 
design elements onto them, such as logos and slogans. These contributions certainly made the 


posters seem all the more professional. 


Ride local. 


Buy r| Ocal. 


a 


«cansportatjo 


ance 1992 7 %, 
p e. "a 
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Poster 1: “Ride Local. Buy Local." In the spirit of our “Midd Kid 
Challenge," Ride the Bus designed this slogan to encourage Middlebury 
students not only to use ACTR, but also to branch out and contribute to 


the local economy. 
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Poster 2: “Need to get to town? Flag us down!” One of our group's goals in 
designing these posters was to shed light onto some of ACTR's more 
neglected features. Flag downs ate an important aspect of the ACTR 
setvice. Flag downs are unique to ACTR's Rural Transportation Model, so 
few students even know that this feature exists. Hopefully, this slogan will 
show students that ACTR is an easy and accessible way to get around 
Campus, the town of Middlebury, and Addison County on the whole. 






Need to buy food? 
Ride the bus, dude. 






(| ty “yt 

ACTR ff, transportation for everyone 
388-ACTR(2287) TDD 711 actr-vt.org 
Since 1992 


Poster 3: “Need to buy food? Ride the bus, dude!" This slogan aims to inform 
students of their ability to ride ACTR to the grocery stores around Middlebury, 
including Hannafords, Shaw's and the Co-op. There have been far, far too 
many reports from bus drivers, who see students walking back to campus with 


heavy groceries in hand. This is likely due to the student body's general lack of 
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awareness about ACTR services. If students were more aware of how easy it is 
to take the bus to these stores, they would be more likely to utilize these 


services. Ideally, this slogan will help to raise this awareness. 


388-ACTR(2287) TDD 711 actr-vt.org 
Since 1992 


ACTR N transportation for everyone 





Poster 4: “Ride Like a Local.” This poster, like Poster 1, plays into the 
“local-vore” movement that has practically become a credo for Vermont’s 
social culture. Using “local” as a sort of “buzz-word,” this slogan aims to 
get students into the greater Middlebury community, where they will 
hopefully buy the excellent goods and produce that this region renders. 
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Poster 5: “Welcome Aboard.” No slogan was included on this poster 


because we felt the bus itself said more than any slogan could. “Welcome 
Aboard” plays into the exact inclusivity and accessibility, for which our 
group wants ACTR to be known. 


The Ride the Bus project also produced a video” for project partners. The video was 
produced in collaboration with the Vermont Agency of Transportation's GoVermont program. It 
aimed to inform people about the new and improved transportation planning tool while also 
peaking students’ interest in ACTR. We decided to make a music video in the style of Frank Sinatra, 
set to the song “Sentimental Journey” by Les Brown and Ben Homer. This song, a staple in the 
great American songbook, is about a man who is so down and out that he just needs to go on a 
journey. In our video, he takes that journey via the ACTR shuttle services, and he goes to one of 
Middlebury’s local breweries to imbibe fine liquids and feel good once more. Our group chose this 
approach to the video because we thought that music would be a helpful tool for attracting people’s 
attention. Furthermore, this video proved to be entertaining, which renders it all the more palatable 


to a college audience. 


21 Por access to this video, please contact ACTR or Middlebury College’s Office of Sustainability. 
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3. Produce and implement a Social Media Campaign 

Due to the technologically-dependent nature of Middlebury students, a social media 
component for the campaign was critical to its effectiveness.” Facebook, Snapchat, and Instagram 
were used to advertise the survey and passport and distribute our advertisements. 
Instagram 

An Instagram account (@middkidsforactr) was launched to develop a social media presence 
for ACTR student riders that can more directly and frequently connect to students. The account can 
be adopted by either the Sustainability Solutions Lab, Middview, or the Student Activities Office. 
Instagram is a platform for sharing photos, videos, posts, and stories. 
Stories: this feature allows you to share photos and videos for 24-hours similar to the story feature 
on Facebook and Snapchat. The Instagram account manager can use it to share event-specific or 
day-specific updates on ACTR that will not permanently stay on the account. 
Photos: Aesthetically-pleasing images highlighting local Vermont restaurants, bakeries, breweries, 
shops, recreational destinations, and local events. If the images capture students’ attention and incite 
a desire to visit the destination, the caption on the photo can simply inform students on the route(s) 
and fare(s) needed to reach that destination. 
Videos: Similar to the photos, short videos (around 1-2 minutes) can be used to capture attention of 
students. For example, videos showing students being on the bus and having fun, videos showing 


the view outside of a bus driving around town, or videos sharing the stories of ACTR employees 





and bus drivers that can increase the relationship between students and ACTR. 


^? Michael Stoner, “Social Media Comes of Age: Universities Get Results From Social-Powered Campaign,” 
Planning for Higher Education 41, No.4 (Jul-Sep 2013): pp. 41-17 
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4. Improve Access to ACTR Information for students 

A major barrier to increasing ACTR student ridership is lack of information or 
misperception of information regarding ACTR services and schedules. To combat this barrier, we 
took multiple approaches to improving the information flow between ACTR and students based on 
the student survey findings and our and input/feedback from our partners. We also designed 
informative posters (as discussed above) and placed them in strategic locations around campus 
and produced an advertisement video (as discussed above) on the ease of using the Vermont 
transportation planning app. With a multi-faceted campaign and new partnerships within campus 


and between ACTR, we improved the reliability, effectiveness, and longevity of this initiative. 


Go/tidethebus 

To convey the message that ACTR is easy to navigate, free, convenient, and more, we 
designed a basic website at go/ridethebus (www.middlebury.edu/ridethebus) so that students will be 
able to access everything about ACTR in one place, key to building and sustaining behavioral change 
across campus. The site can be the home for all of our posters, our video (and any future videos), 
the Go! Vermont Transportation Planning Tool, bus schedules, route information, fare information, 
etc. For years, ACTR information brochures and posters have been scattered around campus, often 
buried in the clutter and ignored by students. Our suggested dynamic website design can be the 


foundation for the campaign while also providing the flexibility to continue to use posters and other 





materials around campus. Because of our lack of technical capacity to build the website, we are 





working to have the SGA implement our existing website designs and have the site running within 


the 2018-2019 academic year. 
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5. Produce and Implement Local Business Partner Initiative (Passport Challenge) 

One of the final elements of the Ride the Bus campaign is a "passport challenge" for 
Middlebury Students. We wanted this challenge to mimic the Vermont Brewery Challenge, which 
has become popular across Vermont. That said, we wanted our challenge to be more inclusive. The 
Brewery Challenge is currently exclusive to people who are +21, which means a lot of students go 
through their whole Middlebury careers without really being able to partake in the fun. To address 
this, our group partnered up with local restaurants in the towns of Middlebury, Vergennes, and 
Bristol, specifically. Not only did these restaurants agree to be part of the challenge, but they also 
added their own incentives to motivate students to ride the bus. Many of our partner restaurants 
agreed to give discounts to students who showed up by bus (some as large as 15%). When 
restaurants like The Bobcat, Three Squares and the Vergennes Laundry came on board, we knew we 
had the means to turn this idea into a reality. The passport challenge is a marketing model that 
everyone in our group holds in high regard, so we are optimistic about its potential to increase 
ridership of ACTR. The passports will be distributed during freshmen orientation next year. 


Hopefully, they will help to create a new generation of ACTR riders. 








2 ^ E 
——— — OFFICIAL PASSPORT = Ride ACTR The Midd Kid 
tolocalrestaurants Challen g e! 
and receive discounts! ° 
COLOR KEY . 
Official Passport 
Blue Outline: Buy One, Get One Free The Midd Kid Challenge 
(deals vary by restaurant) was developed by a group of 
Green Outline: 1096 Discount Middlebury College students pr 
i from the Environmental A Ye, 
Red Outline: 15% Discount Studies Senior Seminar. It is Q * 
Gold Outline: 2096 Discount designed to encourage student hj 
ridership of ACTR. It supports 
All ages may participate! Bring fully- community engagement and E 
stamped passport to the Middlebury the commitment to reducing " 2$ 
College Bookstore and receive a our carbon footprint. S "3 
Ri d h B prize. Purchase is necessary for LEE n. 
|| ACTR fff, transportation for everyone ethe bus, M m — 
388-ACTR(2287) TDD 711 t. s " i 
“= Geta Discount! Ride the Bus, 











Happy riding! Get a Discount! 
Plan your trip at Go/RideTheBus 





Inside of Passport Outside of Passport 
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6. Develop a plan for campaign sustainability longevity 

After launching our campaign, the Ride the Bus group teamed up with a few Middlebury 
College organizations to ensure that this student outreach program lives on after we graduate. We 
first reached out to Doug Adams and members of the SGA. They agreed to distribute the Midd Kid 
Challenge passports at next year’s freshmen orientation. Furthermore, they agreed to train next 
year’s FYCs to show their halls how to ride ACTR to restaurants. The SGA also agreed to add 
information about ACTR and the Midd Kid Challenge to their website. This will ensure that online 
information about ACTR and trip-planning is always easily accessible to Middlebury students. 

Ride the Bus also teamed up with Jack Byrne and the Sustainable Solutions Lab (SSL). Itis 
hoped that Jack and SSL will ensure that the Ride the Bus campaign messages stay fresh even with 
the passing of time. The SSL will create new posters and videos, and will also manage and promote 
the Instagram account that we created. Furthermore, Jack Byrne and his colleagues have committed 
to maintaining contact with the vendors who have signed on to be part of the Midd Kid Challenge. 


This will ensure continuity and longevity. 
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Jack Byrne and the SSL also aim to incorporate the Midd Kid Challenge Passport into 
Middlebury’s programs this summer. They are already in communication with the deans of the 
language school, inquiring as to whether or not the passport should be translated into other 
languages for students under a language pledge. The SSL will also make sure the original passports 
are accessible to summer employees. 

Jack Byrne and the SSL team have been connected with ACTR and the program we have 


designed. We look forward to seeing how they carry on our legacy. 


Conclusion 





After spending the first half of the semester assessing the current student ACTR ridership 
and perceptions using a survey we designed and administered along with information gathering 
outreach with a variety of actors including student riders and non-riders, members of ACTR staff 
and the Greater Middlebury Climate Economy initiattve Transportation Task Force, and members 
of Middlebury administration interested in student transportation habits, we discovered a number of 
novel findings. The primary reason for low student ridership was found to be a gap in knowledge of 
ACTR services and schedules rather than a lack of awareness about ACTR’s existence or any 


specific drawbacks about ACTR service. We found that negative perceptions about ACTR riders or 





drivers were few and far between and that the primary barrier seemed to be a view that ACTR 
services were not meant for student use. These findings gave our campaign concrete direction - our 
mission was to educate students about ACTR in a positive way to overcome misperceptions and a 
lack of student-centric information. 

Guided by our findings, we were able to design and implement a multi-faceted campaign 
focused on increasing student ridership on ACTR buses. We utilized multiple outreach channels 


including creating visual prompts (posters and a video), a social media presence (Facebook, 
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Instagram), a collaborative passport initiative designed to incentivize both ACTR ridership and 
support for local businesses, and an accessible ACTR information hub in the form of a proposed 
go/link template. We hope these actions will result in both overcoming the psychological barrier due 
to a lack of knowledge regarding ACTR services, while also changing student perceptions of ACTR 
buses and ideally, the paradigm of how transportation needs are met both on campus and beyond. 
Although a changed paradigm is a lofty goal, if our campaign is able to encourage enough ACTR use 


there is hope that the social norm on campus will shift as attitudes shift. 


Limitations and Future work 

A considerable limitation to this project lies in the time constraints of designing and 
implementing the campaign along with the ability to sustain it. This undertaking occurred during one 
academic semester. Unfortunately, the three students behind this project all graduate at the end of 
this semester. Although ambitious goals and critical time management allowed for a relatively all- 
encompassing campaign design, a longer amount of time dedicated to obtaining information and 


implementing the campaign would have allowed for an even more thorough initiative. Additionally, 








to tty to combat the tendency for campaigns to fizzle out after main players leave the scene, we 
developed a future campaign plan and gained confirmation from a number of organizations that our 
campaigning roles will be filled. However, any campaign would benefit from having the same 
dedicated “champions over multiple and consecutive years. This work should aim to begin early in 
the students' time at Midd and be institutionalized such that a particular office (or offices) and staff 
on campus are accountable for its implementation. 

Another limitation is inherent to the nature of this campaign. Behavioral change 1s an 
enormous task, especially in the realm of transportation. We found convenience and cost to be the 


most important motives for Middlebury students making transportation choices, and public 
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transportation is typically less convenient and accessible than driving a personal car. Because of this, 
we had to both focus on the rare cases in which riding the ACTR bus is in fact cheaper and/or more 
convenient than driving a car, while also attempting to shift the paradigm responsible for 
convenience and cost being prioritized. Through our multifaceted approach, we did our best to find 
a way to change Middlebury student behavior. However, in a community in which different values 
are prioritized such as environmental impact or sense of community, a campaign such as this may be 
mote effective. 

Future steps in the Ride the Bus campaign would include expanding the campaign platform 


to include both different channels and also different messaging strategies. Given our limited time, 





we chose the avenues that we deemed most effective in past campaigns, but the more branches, the 


better. Future campaigners could continue to brainstorm and prioritize new means of outreach and 





messaging techniques. On a similar note, research could be extended to target specific areas of 
interest rather than general student transportation habits and attitudes or even focus on encouraging 
different modes of sustainable transportation in the student population, such as biking or car- 
sharing. Additionally, ACTR currently does not have the capacity to specifically capture how many 
Middlebury students ride the bus. It measures boardings and de-boardings at each bus stop. Thus 
the “activity level” at each bus stop on campus serves as proxy for measuring student ridership, for 


now. In the future, a program of measurement such as a button students press upon boarding the 





bus could be beneficial to providing evidence of change following campaign components. 


Final Takeaways 
In designing any campaign, we learned that doing one’s research is crucial to success. 
Without the evidence to support a campaign design and the statistics to measure the success of a 


campaign, all efforts are futile. This is especially true when attempting to apply a campaign on a 
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broader scale. In a similar vein, another key to a successful campaign that culminates in true 
behavioral change is targeting both access to information and dominant public perceptions. While 
this is the case for all campaigns hoping to change behavior, looking at transportation systems 
requires a particularly complex analysis as many habits and perceptions are nuanced and motivated 
by a variety of competing values, as well as competing demands for resources. It is important when 
deciding how to tackle behavioral change within a transportation system that one is open to a variety 
of persuasion techniques. The means do not always have to align with the end. Specifically, while the 
motivation may be to reduce environmental impact, if the public prioritizes convenience over the 
environment, the most effective route would be to address how convenience is being perceived and 
communicated. Finally, we have learned that it is key to be truly passionate about the message being 
conveyed in a campaign if one expects the public to feel the message is genuine and worth acting on. 
Creating sustainable and equitable transportation systems across the U.S. and the world is necessary 


for a just future for society and many believe, a future at all. 
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Appendix 


Appendix A: Map of the ACTR system. http://actt-vt.org/. 
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Appendix B: Student Transportation Survey 


1. Please rank these influences on your transportation use (1 being most 


influential, 6 being least) 





mr 
| v | Price 


| 6 Environmental Impact 


“ | Reliability 








$ | Convenience 


$ | Socializing 








$ | Efficiency 


2. Do you have a car on campus? 
O Yes 


©) No 


3. In the past 2 weeks, how many times have you driven or been a 
passenger in a car? 

() Multiple times per day 

( ) 8-5times per week 

( ) 1-2 times per week 


( ) Never 





( ) Other (please specify) 








4. Do you use public transportation at home? 
©) Yes 


(C) No 


5. How often do you go into the downtown area of Middlebury? 


( ) Never (.) 1-2 times per week 

( ) Several times a year (C) 3-5 times per week 

( ) 1-2 times per month ( ) Multiple times per day 
( ) Other (please specify) 


pO 
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6. What is your primary form of transportation when going into the 
downtown area of Middlebury? 


©) Walking (7) Biking 
() Driving personal car () ACTR bus 
() Driving in friend's car 


(C) Other (please specify) 


pT 


7. Why do you go into the downtown area of Middlebury? (Please select 
all that apply) 

Restaurants/breweries 

Outdoor Recreation 

Entertainment (concerts, movies, etc.) 

Shopping 

Employment/Volunteering 


Health Services 


LJ EJ CJ 0CJ 03) EJ DJ 


Personal service (ex. salon/barber shop, post 
office, etc.) 





E 


Connecting to transportation leaving from 
Burlington (i.e. Burlington International 
Airport) 


[ |] Rutland AmTrak Station 
8. How often do you leave the town of Middlebury? (Excluding leaving 
for breaks) 


Q Never O 1-2 times per week 
(C) Several times a year (C) 3-5 times per week 

) 1-2 times per mont | ultiple times per day 
(C) t2ti h ( ) Multiple ti d 


O Other (please specify) 


Doo 


9. What is your primary form of transportation when leaving the town of 
Middlebury? (Excluding leaving for breaks) 


C) Walking (C) Biking 


O 


Driving personal car O ACTR Bus 
Driving in friend's car 


O 
(C) Other (please specify) 


po 
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10. Why do you leave the town of Middlebury? (Please select all that 
apply) 

|_| Restaurants/breweries 

|_| Outdoor Recreation 

|_| Entertainment (concerts, movies, etc.) 

[ ] Shopping 

|_| Employment/Volunteering 

| | Health Services 


[| Personal service (ex. salon/barber shop, post 
office, etc.) 


[| Connecting to transportation leaving from 
Burlington (i.e. Burlington International 
Airport) 


[ |] Rutland AmTrak Station 
| | Other (please specify) 


— LL] LLL 


11. Did you know of the ACTR (Addison County Transit Resources) buses 
before this survey? 


C) Yes 
C) No 


12. In the past academic year (Fall 2017-present), how many times have 
you ridden an ACTR bus? 


(C) Never C) 1-2 times per week 
(C) Several times a year (.) 3-5 times per week 
(C) Several times a semester (C) Multiple times per day 


(C) Other (please specify) 


pO 


13. In the past academic year (Fall 2017-present), how many times have 
you ridden an ACTR bus to get around campus? (going to class, going to 
the gym, etc.) 


(C) Never (I don't ride the bus) () 1-2 times per week 
(C) Never (I only ride the bus when leaving ( ) 3-5 times per week 
campus) 


( ) Multiple times per day 
( ) Several times a year 


(C) Several times a semester 


(C) Other (please specify) 


pO 
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14. Please rank the seasons in order of your ACTR bus ridership (1 being 
riding the bus the most, 4 being the least) 


$ | Fall O N/A 
| A Winter O N/A 
+ | Spring ON/A 


$| Summer O N/A 


15. Which of these ACTR bus destinations are you aware of? (Please 
select all that apply) 


|_| Snow Bowl [ | Vergennes 
|_| Middlebury town center |_| Burlington 
|_| Shaws/Hannaford [ | Rutland 

[ | Bristol | | None 


| | Other (please specify) 


po 


16. Which ACTR bus route(s) have you used in the past 12 
months? (Please select all that apply) 

| | Middlebury Shuttle 

[| Snow Bowl Shuttle 

[| Saturday Burlington LINK 

[ ] M-F Burlington LINK 

[| Tri-Town Bristol Shuttle 

[| Tri-Town Vergennes Shuttle 

[| 116 Commuter 


[| Rutland Connector 


| | None 
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17. Which of these ACTR infrastructure, operations, and services are you 
aware of? (Please select all that apply) 


[.] The new Middlebury bus hub (located 
outside Twilight) 


[.] Free Middlebury Shuttle rides for students 
| ] Free Snow Bowl Shuttle rides for students 


[.] Ability to flag down bus at any safe location 
along the route 


[ ] Ability to customize drop off/pick up location 
(up to .5 miles from route) 


[.] ACTR buses equipped with wheel-chair lifts 


|_| None 


|_| Other (please specify) 


pO 


18. If you prefer not to ride the ACTR buses, what factors have 
influenced this decision? (Please select all that apply) 


| | Lack of knowledge about bus services 
(schedules, stop locations, etc.) 


[.] Lack of knowledge about potential 
destinations and/or activities outside of 
Middlebury 


| | Don't feel the need to leave campus 

|_| Safety concerns 

[ ] Times aren't convenient 

[.] Bus routes don't go where | want to go 

| | Schedule isn't reliable 

| ] Have a car or access to a car 

[ ] Use the zip car 

| ] Was not aware | could take ACTR for free 


| ] Prefer to walk to town 
19. If you selected safety concerns, please explain: 


20. If the ACTR bus routes don't go where you want to go, what bus 
stop(s) would you prefer? 
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21. If the ACTR bus times aren't convenient for you, what time(s) would 


be more convenient? 








22. If you choose not to ride an ACTR bus to get around campus, what 
factors influence this decision? Please be specific. 








23. On Saturdays, what would be your ideal times for going to and from 
Burlington? (Select one for "to" and one for "from") 


|_| 6am-8am 

|| 8am-I0am 
|_| 10am-12pm 
[| 12pm-2pm 


[ 2om-4pm 





|_| 4pm-6pm 
[] 6pm-8pm 
| | 8pm-10pm 
| | 10pm-12am 


| | 12am-2am 


24. What would be the best way to share ACTR information (Please 


select all that apply) 
Paper/brochure/pamphlet 
Go/link 


Campus ACTR app 








| ] Other (please specify) 





SGA communications 


Social media platforms (Facebook, 
Instagram) 





| ] Email 


E | 


25. Is there anything specific you would like to share about your 
experience using (or not using) the ACTR bus system? 








Ride the Bus-ES401B Spring 2018 


37 


26. Please select your current grade 
(C) Freshman/freshman feb 

(C) Sophomore/sophomore feb 

(C) Junior/junior feb 


( ) Senior/senior feb 


27. Please select your gender 


`) Female 


( ) 


( ) Male 


`) Gender Varient/Non-Conforming 


( Y 


(.) Prefer not to answer 


zm 





C) Not listed 


po 


Pa 


28. Are you an international student? If so, where are you from? 
() No 


( ) Yes 


O 


29. Please select one or more of the following to indicate your primary 
racial and/or ethnic identity 


| African American 


|_| Asian American 

[ ] White 

[ ] Hispanic 

[ ] Latino 

[.] American Indian or Alaska Native 


| ] Native Hawaiian or other Pacific Islander 


|_| Other (please specify) 


| 
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30. Would you like to be entered to win one of four $25 gift cards? Two 
winners will receive $25 to spend at the Grille and two winners will 
receive a $25 Amazon gift card. Please enter your email if you are 
interested. 














31. Can we count on you to ride an ACTR bus this semester? 
(C) Yes 


O No 
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Appendix C: Sutvey Advertisements 


r for « 


Enter for a chance to 
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Appendix D: Proposed go/link template 


Homepage Website 








Zu About | Trip Planning Route The Midd Kid ; 

tions/Feedback ^ ACTR 
oS ACTR | Tool Information inm Challenge! ai jid T 
Middlebury 
College 


Making it easier for YOU to understand and utilize ACTR Services! 


Ride local. 





Call ACTR: 802-388-ACTR 


About 








a About Trip Planning Route The Midd Kid ee 
d l ACTR 

4 ACTR | Tool Information dino Challenge! Questions/Feedback 

Middlebury dir 


Form 
College 


About Addison County Transit Resources (ACTR) 





Go! Vermont Trip Planning Tool 








Saw = = 
About Trip Planning Route FAQ The Midd Kid Questions/Feedback ACTR 
Tool Information Challenge! Form 
Middlebury 
College | 


Trip Planning Tool 
[Add widget to page] https://plan.govermont.org/ 


G5! VERMONT TRIP PLANNER (eR 





o Ei X 
3 Setungs we smsg Polada 
Cet 
"ox 
Opti "P ites 
^ e 
* og rp 
rr 
© Ap mn & : wi 
Kee s Bisck Rives 
Option 3 departs at Apr 301h 5 363m E RS 2 
keV = 


é ) Z | 
*Having issues with the tool or want to leave a comment for the tool's managers? Click on “Give Us Your Feedback" on the bottom of the page after entering your destination. 
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Route Information 

















































Iu About i i idd Ki ' 
pon AU Trip Planning Route FAQ The Midd Kid Questions/Feedback ACTR 
o Tool Information Challenge! Form 
Middlebury 
College 
Route Information 
Middlebury Shuttle (MSB) 
Always FARE-FREE! MSB Fare Exceptions and Transfers DEVIATIONS ALLOWED 
SYSTEM MAP 1-Way $0 © Transfer to other routes requires fare for that route 1/2 Mile 
10-Ride SO 
, Monthly Pass $0 
BURLINGTON (7 SOUTH BURLINGTON 
SHELBURNE 
T Snow Bowl Shuttle (SBSB) 
CHARLOTTE m Always FARE-FREE! SBSB Fare Exceptions and Transfers DEVIATIONS ALLOWED 
FERRISBURGH 10-Ride $9 ^ Minihi naues Aar iarna ind Finnis made 1/2 Mile 
STARKSBORO Monthly Pass $30 . : | i . ne : 
VERGENNES ( ) e Fare-Free in downt tiddieb d sout ute 7 as far as Bhue 
) BRISTOL e Valid Middle ege Student ID accepted in lieu of fare 
m 
Burlington LINK (LINK) 
MIDDLEBURY MON - FRI DEVIATIONS ALLOWED 
EAST MIDDLEBURY 
RIPTON 1-Way $4 Mon - Fri 
SALISBURY O 10-Ride $40 None 
SNOW BOWL Monthly Pass $150 
LEICESTER Saturday 
SAT (ACTR) 
BRANDON 1/4 Mile 
1-Way $4 
PITTSFORD 10-Ride $36 
(T) RUTLAND Monthly Pass Sn/a 
About i i g : 
p Trip Planning Route FAQ The Midd Kid Questions/Feedback ACTR 
o ACTR Tool Information Challenge! Form 
Middlebury 
— Route Information 
Tri-Town Shuttle (TTSB) 
1-Way $1 TTSB Fare Exceptions and Transfers DEVIATIONS ALLOWED 
10-Ride $9 « Passengers traveling between Bristol and Vergennes by transferring in 1/2 Mile 
Monthly Pass $30 Wowfaeumsoebm —hà Hs 
. bt Fac D 1 
Rutland Connector (RC) 
1-Way $2 RC Fare Exceptions and Transfers DEVIATIONS ALLOWED 
10-Ride $18 e Fare-Free in downtown Middlebury and south on Route 7 as far as Blu 1/4 Mile 
Monthly Pass $60 Sonuna Mi 
pa—M—————nYi—————á-— o —À—— P — t 
116 Commuter (116) 
1-Way $2 116 Fare Exceptions and Transfers DEVIATIONS ALLOWED 
10-Ride $20 hichi nana rinia ara iS A CAT aA bl once None 
Monthly Pass $75 7 Ep dera l 





Frequently Asked Questions 


About 





d Trip Planning Route The Midd Kid uestions/Feedback ^  ACTR 
o ACTR Tool Information e Challenge! " Fo 
Middlebury 
College 


Frequently Asked Questions 


Q, Enter a keyword or topic 


1. What does an ACTR Bus look like? 





ACTR Bus 
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The Middkid Challenge 
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OFFICIAL PASSPORT 


ae CIUS 


Ride the Bus, 
p Ai r T ration for even 
" X = s TA Get a Discount! 








Ride the Bus-ES401B Spring 2018 


to local restaurants 
and receive discounts! 
COLOR KEY 

Blue Outline Buy One, Get One Free 
(deals vary by > 

Green Outline: 10% Discount 

Rad Outline: 1556 Discsunt 

Gold Outline: 20% Discount 


AF ages may particpatel Bring tly- 
stampes passport tc the Middlebury 
a 


College Bookstore and receive 
prize. Purchase is necessary for 
discounts at restaurants. Discounts 
subject to change. 


Happy riding! 
Plan your trip at Ge/RideTheBus 


The Midd Kid 
Challenge! 


Official Passport 


Q 
ô 
^" 


Ride the Bus, 
Get a Discount! 


Thank You 





ACTR ~ 
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